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This study aims to determine the classification of attribute needs of 
purchasing services through the Adorable Projects website by using 
the integration of e-Servqual and Kano Models. The selection of 
these objectives is based on the low level of website usage as an 
online purchasing tool owned by Adorable Projects. The classificati-
on activity aims to make it easier for Adorable Projects to make 
improvements to the quality of its website services. Based on the 
results of data processing, 24 attributes in the must be the category, 
two attributes in the one-dimensional category, three attributes in the 
attractive category, and four attributes in the indifferent category. 
Strategy priority in developing service quality by increasing the 
diversity of service delivery features and product review features. 
The integration of e-Servqual and Kano can assist business owners 
in making strategic decisions related to improving the service 
quality. 
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INTRODUCTION 
 
The website as a tool in online purchasing activiti-
es provides enough convenience both in terms of 
customers and owners [1]. At this time, customers 
do not need difficulty in knowing information 
related to what a business provides products or 
services. Customers need to find information 
related to products or services required through 
the website. 
 
The website is one of the measurement tools in e-
commerce activities with page rank as the first 
indicator that reflects the quality of the website 
[2]. If the website has a poor ranking, analysis and 
evaluation are needed to improve visitor ratings by 
fixing the existing weaknesses of the site [3].  This 
evaluation is to increase the use of website 
services as a means of online purchasing [4] nd 
can meet customer needs. The website design 
must have the ability as a business tool that 
presents the benefits of online purchases. 
 
Selling online allows customers to compare prices 
and types of products more easily and quickly. 
Customers consider the whole process and results 
of presenting the level of quality of e-commerce 
services [5].  The assessment of service quality 
from customers has a significant role in terms of 
levels of satisfaction, loyalty, or references to 
other consumers  [6], [7]. 
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Service quality is one of the concepts of measuring 
service quality in e-commerce. The service quality 
model of an online purchasing website service has 
a different viewpoint, especially in measuring 
quality [8].  Zeithaml's research [9] on improving 
website services is done by combining and synthe-
sizing whatever is currently needed in delivering 
quality services to a website. This research result-
ed in 11 dimensions, which became the standard 
for evaluating service quality on the site. This 
dimension was then developed to improve the 
quality of online shopping measurements, such as 
the dimensions of website design, reliability, 
responsiveness, trust, and personalization  [10],  
aspects of information quality, e-service quality, 
usefulness, e-satisfaction, and trust [2].   
 
E-service quality is then integrated with the Kano 
model to get better measurement results [11], [12]. 
The difference between the two studies is the 
addition of the efficiency dimension regarding the 
quality measurement dimensions developed by 
Chang, et al.  [4]. Efficiency in this dimension is 
related to the ease and speed of accessing service 
sites. The Kano model can analyze patterns of 
customer satisfaction with service fulfillment and 
product attributes [13]. Kano divides strategic 
decisions into must-be, one-dimensional, and 
attractive types.  
 
This study aims to measure performance on 
websites owned by Adorable Projects. The 
improvement is based on the low level of website 
usage as a means of online purchasing on Adora-
ble Projects. The results of these measurements 
can be used by the Adorable Projects to improve 
the quality of service that has an impact on in-
creasing service user satisfaction. 
 
RESEARCH METHODS 
 
The initial stage of this research is to conduct 
interviews with ten respondents who know the 
existence of the website or have made online 
purchases through the website. Use of Questions 
aims to obtain information related to website 
services provided by Adorable Projects.  
 
The results of the voice of the customer are used 
as the basis for preparing the e-Servqual dimensi-
on. The selection of e-Servqual dimensions is 
adjusted to existing research to facilitate the 
measurement of its parameters. Based on data 
processing from the initial interview, 7 dimensi-
ons were obtained that were in accordance with 
the conditions of the research object, namely 
website design [5], [14], efficiency [4], [9], 
responsiveness [9], [15], information quality [1], 
[2], fulfillment [4], [16], flexibility [9], [17], and 
security/privacy [9] with 33 attributes (Table 1). 
 
The total of respondents in this study is the 
multiplication of the total attribute needs on the 
questionnaire with five [18], so that the total of 
respondents was 165 respondents. The final of 
customers used as respondents are 210 
respondents. The total of respondents was obtain-
ed from the total of attributes multiplied by five 
and then added with 30 different respondents from 
the results of the pretest, the results meet valid and 
reliable requirements and added to the 15 
respondents who also obtained from question-
naires. Large samples are used because large 
samples tend to provide estimates that are closer 
to the true value. The higher the sample size, the 
lower the error rate that occurs. 
 
The first stage of processing the questionnaire is 
the e-Servqual questionnaire which will produce 
questionnaire results in the form of levels of 
expectation, reality, and importance. The data can 
be used to determine the level of quality of 
services provided, satisfying, or not [19]. he data 
is then processed to produce NKP values that are 
used to classify the needs attributes into strong and 
weak categories. 
 
Gap : Perceived – Expected                                         (1) 
NKP: Gap x Adjusted Importance                            (2)  
 
The second processing is the Kano Model 
questionnaire. The questionnaire data used are 
functional and dysfunctional. The two data are 
then processed to obtain attributes with attractive, 
one-dimensional, must-be, and in different 
categories. Attractive attributes are attributes that 
are not considered by consumers but can increase 
the level of satisfaction [20]. This additional 
attribute has a strategic role in increasing competi-
tive advantage [21]. The one-dimensional attribute 
decreases customer satisfaction if it does not exist 
and can increase the level of comfort if available. 
Must-be is an attribute that becomes a requirement 
to increase customer satisfaction [22] indifferent 
is a complimentary attribute that does not affect 
the level of service quality.
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Table 1. E-servqual dimensions 
 
Dimension Definition Need attributes Code 
Website 
design 
Customer perception 
of website appear-
ance 
Website appearance is designed with an attractive color 
combination 
WD – 1 
The layout of the website's appearance is neatly arranged. 
(user-friendly) when accessed via a mobile phone or personal 
computer 
WD – 2 
Website visual appearance following specific themes (flash 
sale, holiday discounts) 
WD – 3 
The size of the image on the main page is made proportional WD – 4 
The site looks professional with an attractive design. WD – 5 
Efficiency 
Ease and speed in 
accessing service 
sites 
Ease of finding the information needed EF – 1 
The website is easy to use via a mobile phone or personal 
computer 
Websites can be loaded quickly 
EF – 2 
Websites can be loaded quickly EF – 3 
The site has a search menu (search) that can be appropriately 
used via mobile phones or PC 
EF – 4 
There is a login option using links to other accounts (e-mail, 
Facebook) 
EF – 5 
Responsive-
ness 
Responsiveness to 
solving problems and 
providing responses 
from services quickly 
Speed in responding to questions raised by customers RE – 1 
Customer service can provide solutions to problems 
encountered 
RE – 2 
The rate of customer service in serving customer problems RE – 3 
Availability of 24-hour customer service RE – 4 
Live chat service availability RE – 5 
Information 
quality 
The website can 
provide quality infor-
mation according to 
customer needs. 
Availability of review information of each product IQ – 1 
Availability of characteristic product information (color, 
size, material, weight) 
IQ – 2 
Availability of shipping costs information from various 
shipping service providers (JNE, JnT, POS, Tiki, GO-SEND) 
IQ – 3 
Availability of product information related to product 
promos 
IQ – 4 
Availability of information regarding best-selling products IQ – 5 
Fulfillment 
Includes accuracy of 
service promises, 
product stock avai-
lability, and product 
delivery within the 
promised time 
Punctual delivery of orders FU – 1 
On-time delivery of orders FU – 2 
Order delivery speed FU – 3 
Clarity of stock information of each product FU – 4 
Order processing speed FU - 5 
Flexibility 
Choosing payment 
methods, shipping, 
searching and return-
ing goods 
There is a more diverse selection of product delivery services 
(JNE, J&T, GO-SEND, Grab Delivery, COD and Pos) 
FE – 1 
There are a variety of payment service provider options, both 
Debit and Credit (ATM Transfer, M-Banking, Credit Card, 
Indomaret, Alfamart, OVO, and GO-PAY) 
FE – 2 
There are clear product return procedures FE – 3 
There are clear payment procedures according to payment 
options 
FE – 4 
Security/ 
Privacy 
The level of 
consumer confidence 
in the website where 
security and 
information are 
guaranteed 
The website can protect consumer transaction data PS – 1 
The site provides an encryption system via e-mail if there is 
a login error when inputting a username and password  
PS – 2 
The site protects consumers' personal information PS – 3 
Website protects payment-related information (credit card 
numbers, account numbers) 
PS – 4 
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Categorizing these attributes is assisted with the 
help of the Kano Evaluation Table [9] and 
Blauth’s Formula [23]. The following are the 
calculation steps in this study. 
1. Evaluating the Kano model based on the 
attributes contained in the e-Servqual 
dimension. 
2. Determine the Kano model category for each 
attribute using Blauth’s Formula [11] 
a. If (one dimensional + attractive + must-
be) > (indifferent + reserve + question-
able) then the grade is chosen from the 
maximum (one dimensional, attractive, 
must be) 
b. If (one dimensional + attractive + must-
be) < (indifferent + reserve + question-
able), the grade is chosen from the 
maximum of (indifferent, reserve, 
questionable) 
c. If (one dimensional + attractive + must-
be) = (indifferent + reserve + question-
able), then the grade chosen is the 
maximum among Kano model categori-
es, namely (one dimensional, attractive, 
must be, indifferent, reserve, question-
able). 
3. Calculate the customer satisfaction coefficient 
(CSC) with IBT ratings. If the value is close 
to 1, then the existence of the characteristics 
of the product/service has a major influence 
on customer satisfaction. Whereas for IWT 
assessment, if it is close to -1 the existence of 
product/service characteristics will give 
increasingly greater customer dissatisfaction. 
The following is the formula for calculating 
CSC values in this study. 
 
IBT =
𝐴+𝑂
𝐴 + 𝑂 + 𝑀 + 𝐼
            (3) 
 
IWT =
𝑀+𝑂
𝐴 + 𝑂 + 𝑀 + 𝐼
            (4) 
  
4. The final stage is to classify e-Servqual 
dimension attribute positions based on the 
Kano Model (Fig. 1) 
 
The final results of all stages are used for the 
activities of integrating e-Servqual questionnaires 
and Kano models. This integration is to get the 
attributes of the needs which need to be 
maintained, enhanced, and prioritized its presence 
in the Adorable Projects website service. 
 
 
 
Fig. 1. Kano model [8]. 
 
Attributes with weak categories categorized as 
Kano must-be and one-dimensional have the 
opportunity to increase their presence in the 
service. Attributes of needs with these categories 
can increase customer satisfaction with website 
services. Attributes with strong or weak categories 
and attractive categories have the opportunity to 
prioritize their existence. Attributes with these 
categories can increase customer satisfaction if 
provided on the website service. 
 
Attributes with a weak category with a Kano 
category indifferent existence can be ignored 
because it does not affect the increase in customer 
satisfaction of the service. Attributes with strong 
categories, must-be, one-dimensional, and in 
different types, their existence needs to be 
maintained to increase customer satisfaction with 
service. If the integration of e-Servqual and Kano 
models has been completed, then true customer 
needs will be obtained as a recommendation for 
improving purchasing services through the 
Adorable Projects website. 
 
RESULTS AND DISCUSSION 
 
The e-Servqual questionnaire data processing 
starts with calculating the NKP values obtained by 
reducing the value of the real level with expectati-
ons. The next step is to multiply the interests by 
the NKP value to get the Gap value. The results of 
these calculations will produce attributes with 
strong and weak categories. Attributes with strong 
categories will produce positive NKP values 
(Table 2), while attributes with weak categories 
will produce negative NKP values (Table 3). 
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Table 3. Strong attributes 
 
Require
ments 
attributes 
Expectati
on level 
Level of 
reality 
Gap 
Level of 
import
ance 
NKP 
WD-1 3.31 3.51 0.20 3.55 0.71 
WD-3 3.28 3.36 0.09 3.31 0.28 
WD-4 3.40 3.42 0.02 3.39 0.08 
EF-1 3.43 3.50 0.07 3.65 0.26 
EF-3 3.38 3.46 0.09 3.61 0.31 
EF-4 3.40 3.41 0.02 3.56 0.07 
RE-3 3.37 3.48 0.11 3.58 0.41 
IQ-4 3.40 3.44 0.03 3.60 0.12 
IQ-5 3.39 3.40 0.01 3.41 0.03 
FU-1 3.54 3.57 0.03 3.58 0.10 
FE-3 3.50 3.52 0.01 3.64 0.05 
FE-4 3.55 3.57 0.02 3.56 0.07 
PS-1 3.57 3.59 0.02 3.74 0.07 
PS-3 3.48 3.56 0.08 3.71 0.28 
PS-4 3.48 3.50 0.01 3.72 0.05 
 
Table 3. Weak attributes 
 
Requirem
ents 
attributes 
Expecta
tion 
level 
Level of 
reality 
Gap 
Level of 
importa
nce 
NKP 
WD-2 3.60 3.34 -0.26 3.58 -0.94 
WD-5 3.52 3.34 -0.18 3.49 -0.63 
EF-2 3.62 3.36 -0.27 3.62 -0.97 
EF-5 3.40 3.24 -0.16 3.34 -0.57 
RE-1 3.55 3.37 -0.18 3.62 -0.66 
RE-2 3.43 3.40 -0.03 3.63 -0.12 
RE-4 3.35 3.22 -0.13 3.30 -0.42 
RE-5 3.38 3.18 -0.2 3.27 -0.65 
IQ-1 3.48 3.32 -0.15 3.58 -0.55 
IQ-2 3.57 3.50 -0.07 3.77 -0.27 
IQ-3 3.40 3.39 -0.02 3.67 -0.07 
FU-2 3.69 3.51 -0.18 3.65 -0.65 
FU-3 3.70 3.43 -0.26 3.69 -0.98 
FU-4 3.75 3.46 -0.29 3.69 -1.08 
FU-5 3.71 3.34 -0.37 3.70 -1.37 
FE-1 3.56 3.39 -0.17 3.67 -0.63 
FE-2 3.56 3.51 -0.04 3.65 -0.16 
PS-2 3.68 3.49 -0.19 3.62 -0.69 
 
After the needs attributes are grouped into weak 
and robust attribute categories, these attributes are 
categorized back into the Kano model with the 
help of the evaluation table. The results obtained 
are three attributes with attractive categories, 24 
attributes with must-be categories, four attributes 
with indifferent categories, and two attributes with 
one-dimensional categories. Attributes with 
attractive categories will be prioritized for their 
presence in the Adorable Projects website service. 
  
Attributes with the must-be category on strong 
attributes will be maintained, while those classify-
ed as weak will be increased. Attributes with one-
dimensional categories will be increased if they 
are classified as weak and will be maintained if 
classified as strong. In contrast, attributes with 
indifferent categories will be ignored if classified 
as vulnerable and will be increased if classified as 
strong (Table 4). 
 
Attributes grouped in the must-be category are 24 
attributes, two attributes are included in the One 
Dimensional category, three attributes are in the 
Attractive category, and four attributes are 
included in the indifferent category. After each 
attribute has its respective category, then the CSC 
value is calculated again from a range of -1 to 1, 
where the attribute with a positive value CSC will 
have a significant influence on the value of 
satisfaction. At the same time, the negative value 
will have a considerable impact on the value of 
dissatisfaction (Table 5). 
 
Attributes belonging to the must-be category are 
attributes that serve as the basic needs of a service. 
This category means that if the attribute is not 
provided in the service, customer satisfaction will 
not increase. Based on the 24 attributes with the 
must-be type, the attribute with the highest IBT 
value of 0.51, is that there are more diverse 
choices of product delivery services ( JNE, J&T, 
GO-SEND, Grab Delivery, COD and Pos). This 
attribute is necessary because by providing a 
variety of product delivery options, customers will 
more easily choose a shipping service that suits 
their needs and desires. Providing these attributes 
makes consumers have a choice, which varies 
according to the conditions and requirements of 
consumers. 
 
Furthermore, the attributes with attractive 
categories, which means the existence of service 
attributes, will increase customer satisfaction 
when provided and do not apply otherwise. In this 
category, the highest IBT value is owned by the 
IQ-2 attribute of 0.61, namely the availability of 
review information of each product. It is consider-
ed vital because it can increase customer satis-
faction if provided in the service. If the availability 
of review information is provided in the service, 
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the customer will be more confident in the service 
provided by looking at the results of the customer 
review.  
 
A review of quality and quantity is very influential 
on consumer purchasing decisions [24]. Most 
consumers will see a report first before deciding to 
buy a product. A useful review will increase high 
confidence in the credibility of the seller. This 
trust becomes an essential capital in online 
transactions that have a high risk and uncertainty 
because they do not meet direct [25]. 
 
Attributes with one-dimensional categories of 
existence will increase customer satisfaction if 
provided and will reduce customer satisfaction if 
not provided. The attribute value that has the 
highest IBT is on both of these attributes at 0.51. 
Based on this, the existence of these two attributes 
in the service can affect customer satisfaction with 
the services provided.
 
Table 4. Evaluation and categorization of the Kano model 
 
Attribute 
code 
A O M A + O + M I R Q I + R + Q Kano category 
WD-1 60 15 63 138 72 0 0 72 Must Be 
WD-2 110 13 51 174 36 0 0 36 Attractive 
WD-3 59 9 60 128 82 0 0 82 Must Be 
WD-4 52 6 45 103 107 0 0 107 Indifferent 
WD-5 66 36 73 175 35 0 0 35 Must Be 
EF-1 31 13 44 88 122 0 0 122 Indifferent 
EF-2 66 39 74 179 31 0 0 31 Must Be 
EF-3 30 11 47 88 122 0 0 122 Indifferent 
EF-4 21 14 50 85 125 0 0 125 Indifferent 
EF-5 52 52 68 172 38 0 0 38 Must Be 
RE-1 41 17 87 145 65 0 0 65 Must Be 
RE-2 52 23 84 159 51 0 0 51 Must Be 
RE-3 43 16 61 120 90 0 0 90 Must Be 
RE-4 41 22 82 145 65 0 0 65 Must Be 
RE-5 43 18 89 150 60 0 0 60 Must Be 
IQ-1 93 35 37 165 45 0 0 45 Attractive 
IQ-2 57 49 60 166 44 0 0 44 Attractive 
IQ-3 50 57 49 156 53 0 0 53 One Dimensional 
IQ-4 33 38 69 140 70 0 0 70 Must Be 
IQ-5 30 32 58 120 90 0 0 90 Must Be 
FU-1 32 12 64 108 102 0 0 102 Must Be 
FU-2 42 29 72 143 57 0 0 57 Must Be 
FU-3 39 69 52 160 50 0 0 50 One Dimensional 
FU-4 42 30 74 146 64 0 0 64 Must Be 
FU-5 52 52 61 165 45 0 0 45 Must Be 
FE-1 86 21 94 201 9 0 0 9 Must Be 
FE-2 82 17 91 190 20 0 0 20 Must Be 
FE-3 34 10 113 157 53 0 0 53 Must Be 
FE-4 43 17 101 161 49 0 0 49 Must Be 
PS-1 24 26 76 126 84 0 0 84 Must Be 
PS-2 33 46 69 148 62 0 0 62 Must Be 
PS-3 20 29 95 144 66 0 0 66 Must Be 
PS-4 17 19 77 113 97 0 0 97 Must Be 
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Table 5. Kano processing results 
 
Attribute 
code 
A O M I Total 
Satisfaction 
level 
Level of 
dissatisfaction 
WD-1 60 15 63 72 210 0.36 -0.37 
WD-2 110 13 51 36 210 0.59 -0.30 
WD-3 59 9 60 82 210 0.32 -0.33 
WD-4 52 6 45 107 210 0.28 -0.24 
WD-5 66 36 73 35 210 0.49 -0.52 
EF-1 31 13 44 122 210 0.21 -0.27 
EF-2 66 39 74 31 210 0.50 -0.54 
EF-3 30 11 47 122 210 0.20 -0.28 
EF-4 21 14 50 125 210 0.17 -0.30 
EF-5 52 52 68 38 210 0.50 -0.57 
RE-1 41 17 87 65 210 0.28 -0.50 
RE-2 52 23 84 51 210 0.36 -0.51 
RE-3 43 16 61 90 210 0.28 -0.37 
RE-4 41 22 82 65 210 0.30 -0.50 
RE-5 43 18 89 60 210 0.29 -0.51 
IQ-1 93 35 37 45 210 0.61 -0.34 
IQ-2 57 49 60 44 210 0.50 -0.52 
IQ-3 50 57 49 53 210 0.51 -0.51 
IQ-4 33 38 69 70 210 0.34 -0.51 
IQ-5 30 32 58 90 210 0.30 -0.43 
FU-1 32 12 64 102 210 0.21 -0.36 
FU-2 42 29 72 57 210 0.40 -0.53 
FU-3 39 69 52 50 210 0.51 -0.58 
FU-4 42 30 74 64 210 0.34 -0.50 
FU-5 52 52 61 45 210 0.50 -0.54 
FE-1 86 21 94 9 210 0.51 -0.55 
FE-2 82 17 91 20 210 0.47 -0.51 
FE-3 34 10 113 53 210 0.21 -0.59 
FE-4 43 17 101 49 210 0.29 -0.56 
PS-1 24 26 76 84 210 0.24 -0.49 
PS-2 33 46 69 62 210 0.38 -0.55 
PS-3 20 29 95 66 210 0.23 -0.59 
PS-4 17 19 77 97 210 0.17 -0.46 
 
Attributes with indifferent categories and will not 
have any effect on the existence of attributes on 
the service. Attributes with indifferent categories 
in this study are the speed in responding to 
questions raised by customers, the ease of finding 
the information needed, the website can be loaded 
quickly, and the website has a search menu 
(search) that can be used properly when accessing 
the website through a mobile phone or personal 
computer. In this study, attributes with indifferent 
categories are included as complementary 
attributes in increasing customer satisfaction with 
the website services provided. 
 
CONCLUSION 
 
The integration of e-Servqual and the Kano Model 
has an essential role in supporting decision-
makers in determining the strategic decisions of a 
company. This research produces recommendati-
ons on strategies that should be carried out by 
Adorable Projects in improving the quality of 
service through the website. The approach is to 
provide a more diverse choice of product delivery 
services and the availability of information 
reviews (reviews) of each product, the availability 
of shipping cost information from various 
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shipping service providers that make it easy for 
customers to calculate cost calculations. These 
three attributes have a critical role in increasing 
consumer confidence in an online world filled 
with risk of uncertainty. This research can proceed 
to the application of the Fuzzy Kano and AHP 
methods to get a better quality service develop-
ment strategy. 
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